This paper aims to elaborate on the notion of 'presupposition' from the contextual perspective in consideration of translation studies. Presupposition plays an important role for researchers to understand translation or the process of translating, work out the implications of translated texts, and explain various issues concerning translation. As far as translation is concerned, context can be regarded as the source for presuppositions, as translators usually work according to their own presuppositions regarding the target readers and context. In this study, we have established a framework of presuppositions relevant to translation research, covering such aspects as human needs, communicative rules, and textualisation strategies. A case study is provided to demonstrate how the presuppositions are applied in discussing translation issues.
Introduction
This research is based on a prior study which reviews semantic, pragmatic, and experiential approaches to presupposition and concludes that context actually determines presupposition (see Cui 2013) . According to Tannen (2007:37) , no text of any kind would be comprehensible without shared context and background. Context is also essential for understanding presupposition in translation. Presupposition plays an important role in translators' work and decision-making, and it is helpful for explaining various issues related to translation. However, studies on presupposition in the light of translation are rare, and we have not found any similar explorations. This study aims to establish a framework of presuppositions from the perspective of context, and to provide reference for translators. First of all, we will briefly review the research on presupposition in Linguistics.
Three approaches to presupposition
In the field of Linguistics, there are three major approaches to presupposition. The first is semantic presupposition which is based on the concept of 'truth value'. It implies that proposition P presupposes proposition Q if, and only if, Q is necessitated both by P and by the negation of P (Stalnaker 1998:61) . In other words, presupposition is seen as a precondition for a sentence to have a truth value. In contrast, the pragmatic approach is not concerned with logic or truth value; instead, it is more about a propositional attitude than a semantic relation. To be more specific, pragmatic presuppositions involve speakers' and hearers' knowledge, expectations, desires, interests, claims, and attitudes towards the world (Mey 2001:186) . Therefore, pragmatic presuppositions have been located in a wider communicative setting, covering such contextual factors as speaker, hearer, belief, appropriateness, and mutual knowledge (Segerdahl 1996) .
Both the semantic and pragmatic approaches encounter problems like the defeasibility problem, as some presuppositions are liable to disappear in certain contexts (Abbott 2006) . Presuppositions are defeasible whenever background assumptions about the world or specific communicative situations are not compatible with what is presupposed. For instance, in the sentence, "Jane cried before she left him", the word "before" presupposes that she left him. However, in the sentence, "Jane had a dream and in the dream she cried before she left him", the word "before" apparently does not carry the presupposition that she left him; on the contrary, it implies that she did not leave him, because common sense has it that if something is dreamed, it is not real. (For further discussion on defeasibility, see Cui 2013:199-200.) While neither the semantic nor the pragmatic approach can properly solve this problem, the experiential approach offers an explanation from a different perspective.
In the experiential approach, context is regarded as the determining factor for the defeasibility or projection of presupposition. For example, in the sentence, "Mary imagined that she had stopped smoking", the word "stop" presupposes that Mary had smoked before. According to the explanation of the experiential approach, whether the presupposition can ascend to the complex sentence depends on whether the speaker knows if Mary smoked before or not. If the speaker knows Mary had smoked before, then the presupposition can be applied to the main sentence; if the speaker does not know, whether the presupposition can survive depends on the reality. (For further discussion on the experimental approach, see Cui 2013:201-205.) While it may be questioned that the experiential explanations are subjective, subjectification is closely related to our cognition of information and the organisation of information in a context (Ferrari and Sweetser 2012:55) .
We can see that within the three approaches, the pragmatic and the experiential ones are concerned with context. The pragmatic approach applies context in its general sense and covers almost everything that may be involved in the communication. For this reason, there is no fixed or workable framework to which translation studies can refer. In addition, the pragmatic approach is not clear about the relationship between context and presupposition, and in many cases the two are confused. The experiential approach is clear about the relation between context and presupposition. Its illustration of presupposition is essentially a matter of contextual compatibility, and presuppositions are regarded to be determined by context. This is in line with the practice of translation. Translators need to consider the reception of their translations in the target context and work according to their presuppositions about the target readers. In this sense, the target context or translators' perception thereof actually determines what presuppositions translations may carry. As in the pragmatic approach, the components of context are not explicitly analysed in the experiential studies either. In the next section, we will discuss the content and general classification of context. Despite its "omnipresence" in different domains, "context has remained fuzzy and seems almost impossible to come to terms with" (Fetzer 2004:3) . This is why context has been regarded by Mey (in Widdowson 2004:41) as "a notoriously hard concept to deal with". A theory of context was first put forward by Malinowski (in Widdowson 2004:38) , who divides context into context of culture and context of situation. In other words, context includes extralinguistic factors such as those more permanent, like speakers' cultural backgrounds, and those more immediate, like the communicative situation in discussions on discourse. Our illustration of presupposition in translation, to be presented in section 4, covers both of these two aspects.
Applying context to the field of Linguistics dates from the mid-1960s when, with the influence of sociology and anthropology, it was realised that language cannot be analysed as a formal system as abstracted from society and culture (Georgakopoulou 1997:17) . Firth (in Widdowson 2004:39) seeks to incorporate the idea of context into the theory of language and, for him, factors like the relevant features of participants as well as the character of the communicative situation must be taken into account when analysing language. However, Widdowson notes that how Firth's program operates as a means of analysis is not clear (Widdowson 1998:39) .
In a more detailed way, Hymes (in Brown and Yule 1983:38-40) sets about specifying the features of context as follows: "speakers" include the addressor and the addressee; "topic" refers to what is being talked about; "setting" is to be understood both in terms of where the scene is situated in place and time, and the physical relations of interactants with respect to their postures, gestures, and facial expressions; "channel" refers to how contact between participants is being maintained; "code" refers to what language is being used; "message-form" refers to what form is intended, e.g. a chat, debate or sermon; "event" refers to the communicative event; "key" involves evaluation; and "purpose" refers to what participants intend (Brown and Yule 1983:38-40) . When analysing a text, we may choose from these contextual features which are necessary to characterise a communicative event (Brown and Yule 1983:39) .
Three major divisions of context
Although major subdivisions of context are variant and open-ended in different studies, as was shown in section 3.1, there are three foci which are "highly stable and well attested in the traditional linguistic literature" (Givón 1989:74) , namely generic, deictic, and discourse foci. Firstly, the generic focus refers to the shared world and culture. It subsumes knowledge and beliefs regarding the real world, the universal cognitive systems underlying the human mind, and the universal capacities for logical inference (Givón 1989:74) . In other words, generic context refers to something that is relatively more stable or universal for human beings. Context of culture, mentioned in section 3.1, falls under this category. Secondly, deictic focus refers to the shared speech situation. Three sub-categories are included: deixis, which refers to knowledge of the immediate speech situation by virtue of being together on the same scene at the same time; socio-personal relations, such as respective power, status, long-term social goals, obligations, entitlements, needs and expectations; and speech-act teleology, which refers to shifting goals of the communicative transaction (Givón 1989:75) . Hymes' contextual features listed in section 3.1, which outline the factors involved in a communicative situation, belong to this situational context. Thirdly, discourse focus refers to shared prior text, covering propositions which are directly uttered or any other entailed propositions that hearers can derive, and meta-propositional modalities, or knowledge of the strength of belief, certainty and evidential support (Givón 1989:75) .
Following the contextual framework, in this research, when viewing generic context or the most basic category, we will mainly explore human needs, which all participants share regardless of their cultural heritage. Translations are intended to realise specific aims or functions (Nord 2001:27-28) . The realisation of such aims or functions is up to the target readers who have special needs to be addressed. For this reason, translators need to take into account the target readers' needs and expectations in order to improve or enhance the effect of their work in the target context. As to how to appeal to these needs, it is up to the decision of the translators, which is influenced by their presuppositions about the target readers' expectations, interests, and values. Situational context is mostly related to the immediate communicative elements such as the Co-operative Principle (CP) and Politeness Principle (PP), which are the means to gratify people's various needs or the manifestations of satisfying the needs. Under general circumstances, translators follow these communicative maxims or presuppositions about the target readers' expectations. In terms of the discourse context, we will mainly investigate the organisation of a text, especially textualisation principles which are intended to make it easier for readers to understand a text. Similarly, under general circumstances, translators follow such principles when organising translations. There are more principles or theories concerning communication or textualisation than those which have been addressed here. However, exploration in these three aspects will help to reveal translators' presuppositions about what needs the receptors of translations have, how to appeal to these needs properly in communication, and how to realise such needs gratification in textualisation. When analysing a translation, we normally start with the wording and organisation of the text -the textualisation level -then explore the functions or reasons of the textualisation -the communication level. Finally, we figure out the most fundamental reasons of designing the text in those ways -the needs-gratification level.
A framework of presuppositions concerning translation
In this section, we will elaborate on the framework of presuppositions in relation to translation studies, including the definition of "presupposition" in relation to the activity of translation, and the ways to identify such presuppositions.
Definition of presupposition
When studying presupposition in translation, the purely logic approach does not work, as translators work in a context and need to consider the reception of their works in the target context. In fact, concerning the research on presupposition, it is claimed that the elements interesting to translation studies are often "those which the linguists would like to put beyond the pale" (Fawcett 1998:123) . Viewed from the contextual perspective in the field of Translation, presupposition can be regarded as translators' assumptions about the target context and the target readers, especially their needs and expectations. As to the methods of identifying presuppositions, "even with the best of wills and the cleverest techniques", sometimes it is impossible to identify all the presuppositions (Mey 2001:188) . In the present investigation, the sources for presupposed information in the translation are analysed with reference to the context http://spilplus.journals.ac.za framework presented in section 3.2. Presuppositions can be determined, though never exhaustively, by referring to the contextual framework with its specified components, as will be explained in section 4.2. The viewpoint of regarding context as sources for presuppositions is also found in Givón (1989:135-137) , where such presuppositions are considered to be based on "contextual assumptions" (Levinson 1983:167) .
Identification of presuppositions
As clarified in section 4.1, we have taken a contextual perspective to explore presuppositions in connection with translation. Translation is an activity that takes place in context, and context covers almost everything involved in communication, from the readers' knowledge and social background to the co-text. As a result, investigation in this regard is potentially endless, as there is always more to notice in terms of readers' knowledge than has been discovered. This is one of the reasons why, for this study, we chose to specify and confine the components of presuppositions to the discussion of human needs, the CP and PP for communication, and textualisation principles (as noted in section 3.2).
Presuppositions related to generic context
As a rather broad and general category, generic context refers to the shared world and culture, and in this research we choose to focus on human needs which are applicable to people of different cultural backgrounds. Texts and their translations are intended to address readers' needs, and translators have their own presuppositions about the target readers' needs as well as the proper ways to gratify these needs. Maslow's theory, which is frequently cited by all types of professionals in different industries (Stephens 2000:1) , generalises three types of human needs, namely conative, cognitive, and aesthetic needs, which can serve as reference for translators. The theory is in part an attempt to account for the "unity behind the apparent diversity from culture to culture" (Maslow 1987:28) . It is intended to take a closer approach to common human characteristics, and be "relatively more ultimate, more universal, and more basic than the superficial conscious desires" (Maslow 1987:28) . Conative needs cover categories such as physiological needs, safety needs, social/love needs, esteem needs, and selfactualisation needs. Physiological needs are most basic, and their fulfilment is necessary for people to survive, such as food, air and water; safety needs involve security, stability and protection, freedom from fear, anxiety, and chaos, as well as the need for structure, order, law, and limits; social/love needs refer to giving and receiving affection, including the desire for association, belonging and companionship, and involves an individual's ability to exist in harmony with others; esteem needs cover self-esteem and respect from others; and selfactualisation means the desire to realise one's potential (Maslow 1987:15-22; Muchinsky 2003:375) . Cognitive needs refer to the desire to know and to understand, or impulses to satisfy curiosity, to know, to explain, and to understand (Maslow 1987:23-26) . Aesthetic needs refer to the desire for order, symmetry, closure, the completion of an act, a system, and structure (Maslow 1987:25-26) . These needs are related to the cognitive needs of knowing/understanding, the satisfaction of which results in order, symmetry, closure, completion, system and structure. When any text is translated, it needs to address the target readers' specific needs, sometimes addressing more than one category of needs. Consciously or subconsciously, translators make decisions about how to organise and design the translation according to their presuppositions about the target readers' needs as well as the proper ways to gratify these needs.
Presuppositions related to situational context
The situational context is more concerned with the immediate communication. As has been emphasised in section 3.2, in this study, presuppositions from a situational context are confined to the discussion concerning the CP and PP, which are ways to satisfy others' various needs (as described in section 4.2.1).
The CP has been proposed in the belief that all speakers observe these rules under normal circumstances. The principle can be elaborated on in terms of the following maxims:
 Quantity: Give the right amount of information.
-Make your contribution as informative as is required.
-Do not make your contribution more informative than is required.  Quality: Try to make your contribution one that is true.
-Do not say what you believe to be false.
-Do not say that for which you lack adequate evidence.  Relation: Be relevant.  Manner: Be perspicuous.
-Avoid obscurity of expression.
-Avoid ambiguity.
-Be brief.
-Be orderly. (Grice 1975:47) Although the CP has been developed to analyse spoken language, it is also relevant to written language and therefore to translation (Fawcett 1997:130) . For translation studies, the CP can work as a general theory of the act of translation or "intercultural cooperation", and as an instruction to translators to act properly (Fawcett 1997:130) . Normally, text receivers have expectations concerning the amount of information they are provided with, the quality of the information, and the way of presenting the information. Accordingly, writers or translators hold the presuppositions that the right amount of information should be given, the information should be true and relevant, and the way of presenting the information should be clear, brief, and orderly, as receivers' expectations need to be respected.
The CP is not the only principle for communication, and politeness is a complementary rule in this regard. Politeness as a basic guideline for human interaction, which refers to the consideration of others, not only works for spoken discourse but also for written texts. It is a system of interpersonal relations to facilitate interaction by minimising the potential for conflict and confrontation (Lackoff, in Hickey 1998:54) . Leech (1983:131-133 Leech's maxims of politeness are more flexible than the CP. Participants in communications have expectations concerning their benefit, cost, praise, dispraise, sympathy, and disagreement, which reflect their safety needs, esteem needs and social/love needs. Text producers or translators hold the presuppositions that listeners or text receivers should be given more benefit, less cost, more praise, less dispraise, less disagreement, and more sympathy. Leech's politeness maxims illustrated above are proposed in the English 1 context and are of a universal nature, as already noted. However, in specific cases, different politeness maxims exist. For example, in the Chinese context, there is a maxim which emphasises respect for others, and requires that one should show difference between the old and the young or the superior and the subordinate when addressing others (Yang 1999) . Therefore, translators need to investigate the target culture and design translations in accordance with the relevant politeness maxims.
Presuppositions related to discourse context
Presuppositions related to the discourse context involve the organisation of texts. There are four basic principles in textual rhetoric, namely the processibility principle, clarity principle, economy principle, and expressibility principle. Firstly, the processibility principle recommends that texts should be designed and presented in a way that is easy for readers to decode (Leech 1983:64) . It is in line with the presupposition of manner in the CP that a text should be perspicuous, avoiding obscurity and ambiguity, and the effort to make a text processible for readers is also one of the ways of being polite. Processibility of a text is mainly to gratify readers' cognitive needs to know/understand. Secondly, the clarity principle suggests that texts be presented in a clear way with enough detail so that they are easy for readers to understand (Leech 1983:66) . Similarly, clarity of text is in keeping with the presuppositions of manner and information quantity in the CP, which also helps to satisfy readers' cognitive needs to know/understand. Thirdly, the economy principle, which is almost "at war" with the clarity principle, aims to shorten a text while keeping the message unimpaired in order to reduce the amount of time and effort involved in the process of comprehension (Leech 1983:67) . This is related to the presupposition of quantity in the CP that only the necessary amount of information is needed, and the presupposition of manner that a message should be presented in a brief way, which also helps to satisfy readers' cognitive needs to know/understand. Fourthly, the expressivity principle is mainly concerned with effectiveness in a broad sense, which includes both efficiency and aesthetic aspects of communication (Leech 1983:68) . In this way, in addition to cognitive needs, readers' aesthetic needs are addressed.
Like presuppositions in the CP and PP, presuppositions concerning textualisation may apply differently to different contexts and to variable degrees (Leech 1983:69) . Being processible is the fundamental condition for readers to proceed, being clear is helpful for receivers to work out the textual implications, being brief makes a text easier to be remembered than complicated expressions, and being expressible makes a text stand out -any deviation can attract receivers' attention. Generally speaking, text receivers expect that a text should be processible, clear, economical, and expressible; accordingly, text producers or translators hold the presuppositions that a text should be processible, clear, economical, and expressible.
Summary
To summarise, as demonstrated in Table 1 , the presuppositions to be referred to later in our analysis mainly cover those arising from generic, situational, and discourse contexts. While some of these values are proposed in a particular context, they are shared by other contexts, though there may be differences in particular cases. There are more presuppositions that can be applied to explain communicative situations, however, as mentioned in section 3.2, these presuppositions include target readers' needs to be gratified, general rules of communication, and principles of text organisation. 
Situational context
One should provide the right amount of information to others; the information one provides should be true and relevant; the way of presenting the information should be clear, brief and orderly.
One should be polite to others, such as by giving others more benefit and praise, and showing more agreement and sympathy.
3. Discourse context A text should be organised with reference to the processibility, clarity, economy, and expressibility principles.
This framework of presuppositions is composed of three layers: firstly, in considering presuppositions related to the generic context, we have focused on basic human needs, which are universal across cultures. Secondly, in exploring presuppositions related to the situational context, we have considered the CP and PP. Presuppositions related to the CP and PP are specific manifestations of these basic needs. Some of these presuppositions are of a universal nature, and some may show different emphasis on certain aspects across different cultural backgrounds. Thirdly, when studying presuppositions related to the discourse context, we have investigated the textualisation principles. This third category is the textual means to fulfil what is specified in the second category of communicative rules and the first category of needs.
Having outlined the three aspects of context for identifying presuppositions, we will discuss the functions of presupposition in translation and provide a case study in the next section.
Presupposition in translation

Functions of presupposition in translation
Concerning presuppositions in translation, the following observations have been made: firstly, the translator may not necessarily share the knowledge that the author presupposes their readers to have (Fawcett 1997:125) . This then necessitates that translators undertake special research to acquire such knowledge. However, in most cases, translators merely carry out translation tasks based on their own presuppositions about the target readers and the target context.
Secondly, translators must estimate to what extent the target readers are likely to share their presuppositions, which is "a difficult judgment to make and involves a delicate balancing act" (Fawcett 1997:125) . The translator has two choices: either to patronise the target readers by treating them as if they know nothing and lack the means to find out, or to leave them "in the dark" by not supplying the necessary information to make sense of the text (Fawcett 1997:125) .
In other words, in order to translate a text properly, the translator needs to know what presuppositional information may be lacking in the target culture as well as what presuppositions exist in that culture which may influence the reception of the translation (Fawcett 1997:126) . Therefore, presuppositions play an essential role in translators' decisionmaking processes regarding what information to provide and how to provide it. In fact, the presupposition discussed here covers much more than our definition, as the former has involved anything that could possibly be related to translation or communication, such as the knowledge the target readers have, and the information that is shared between translators and target readers; however, in this study, the discussion is restricted to the three levels of human needs, communication principles, and textualisation principles, as detailed in section 4.
Analysis of an advertisement translation
In this section, we will analyse an excerpt from a bilingual advertisement for a restaurant according to the framework of presuppositions established in section 4, focusing on the use of second-person reference. In both of the versions, direct address is applied. Addressing the readers directly involves them in the construction of textual meaning, which facilitates their understanding and enhances the textual effect. In this sense, it can be traced back to the presuppositions concerning the processibility, clarity, and expressibility of textualisation as stated in section 4.2.3. The use of direct address is intended to increase readers' participation in the communication and sympathy between the text producer and text recipients, which shows cooperation and politeness. Therefore, it is also related to the presupposition about readers' social/love needs and esteem needs. As to how the original readers and the target readers are addressed, this can be analysed in connection with the translator's presuppositions about the target readers' values, interests or expectations. A comparison of the two versions shows that second-person reference is handled flexibly in the translation. In the English version, no second-person pronoun is used; the text merely describes the chef's working philosophy without addressing anyone specific. Still, the last sentence can be interpreted as that the restaurant is preparing an exquisite menu for the customers: "La Terrasse is organizing an exquisite menu for you on the occasion of Le French May anniversary!" In this sense, it is also a case of second-person address. In the Chinese version, direct address is applied via the second-person pronoun "您" (nin, 'you'), a respectful form of address in Chinese, in the last sentence, "富有品味的您又怎可錯過這次一嘗法式風味 的機會呢？" ('How can you, who are tasteful, miss this opportunity to try the French style?').
Such flexibility in handling second-person reference in advertisement translation is closely related to translators' understanding or presupposition concerning how to address the target readers' social/love and esteem needs properly, show cooperation and politeness, win their favour, deepen their impression, and promote the product or service. It is possible that the quality of translation and the application of second-person reference are related to the individual translator's competence and preference of style. However, we believe that the translator has taken into account the target readers' needs and expectations, consciously or subconsciously, when making the decisions to adapt the ways of second-person reference; this is because he/she has clear aims in translating the advertisement, that is, to involve the target readers' participation, deepen their impression, win their favour, and promote the product. In this sense, the adaptations made about second-person reference in advertisement translation are considered to be in accordance with the target readers' needs and expectations.
As explained in section 4.2.2, an important politeness maxim for the Chinese readers states that one should show difference between the old and the young, or the superior and the subordinate, when addressing them. In other words, respect is presupposed to be shown to others, particularly to those who are superior in terms of age or social ranking. This is why the respectful form is applied in the Chinese text to address the potential customers. While the English system also mentions that one is supposed to show more agreement and sympathy with others, the ways to address others are not as specified as in the Chinese politeness maxims. How to properly address the readers is related to the satisfaction of their social/love needs and esteem needs. The difference in terms of addressing the readers in the two versions shows that the ways to satisfy the readers' needs differ across cultures, at least according to the translator's perceptions. In short, translators make decisions as to how to address the target readers properly according to their presuppositions about the target readers' needs and expectations, and analysing the textual differences can shed light on the translator's presuppositions which further help to reveal the nuanced cultural and linguistic differences.
Conclusion
In this research, we have elaborated on the concept of 'presupposition' with reference to translation studies, and discussed presuppositions which are closely related to context. Exploring presuppositions from the contextual perspective shows insight into translators' decision-making processes, and provides reference when analysing specific translations. Although the workings of presuppositions are often subconscious, translators can make conscious use of such presuppositions to produce more effective translations which are in line http://spilplus.journals.ac.za with the target readers' needs, values, interests, and expectations. In future research, the presuppositions analysed in this paper which are involved in translation can be further specified and tested.
